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Since n a t i o n a l s e r v i c e s t a r t e d in 1 9 8 5 , h o m e shop-
p i n g has b e c o m e a fast g r o w i n g r e t a i l i n d u s t r y in U . S . 
a n d for i t , t h e m o s t s u c c e s s f u l d e l i v e r y m e t h o d is by 
m e a n s of cable T V . The m a r r i a g e of direct m a r k e t i n g and 
c a b l e TV was due to the fact t h a t c a b l e h o u s e h o l d s h a v e 
h i g h e r t h a n a v e r a g e income and due to t h e c a p a b i l i t y of 
t h e c a b l e m e d i a t o p i n p o i n t t h e t a r g e t c u s t o m e r s b y 
interest groups or by g e o g r a p h y . 
In H o n g K o n g , the c a b l e f r a n c h i s e h a s b e e n a w a r d e d 
t o H o n g K o n g C a b l e C o m m u n i c a t i o n a n d t h e s e r v i c e is 
s c h e d u l e d to s t a r t in 1 9 9 1 • T h e i m p a c t of c a b l e T V 
s e r v i c e on t h e r e t a i l i n g i n d u s t r y is u n c e r t a i n . T h e 
o b j e c t i v e of t h e p r e s e n t r e s e a r c h is to a s s e s s t h e ac-
c e p t a n c e of the d i r e c t m a r k e t i n g p r o g r a m in g e n e r a l and 
h o m e s h o p p i n g s e r v i c e in p a r t i c u l a r by the c o n s u m e r s by 
focusing on a target class of potential p a t r o n s . 
The r e s e a r c h is d e s i g n e d as a q u a l i t a t i v e a n d ex-
p l o r a t o r y s t u d y a i m i n g at u n c o v e r i n g t h e i m p o r t a n t at— 
tributes leading to higher acceptance and also at p r o b i n g 
the inter—relationship of v a r i o u s v a r i a b l e s p r o p o s e d as 
b e i n g i m p o r t a n t . The m e t h o d o l o g y c h o s e n is focus g r o u p 
d i s c u s s i o n s b a s e d on quota sampling and t h r e e g r o u p s are 
r e c r u i t e d b a s e d on a s a m p l i n g c r i t e r i a i n f e r r e d f r o m 
p r e v i o u s r e l a t e d w o r k s and b a s e d on r e s o u r c e c o n s i d e r a -
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t i o n s . A b r i e f t e c h n i c a l study w a s a l s o d o n e to p r o b e 
the technical v i a b i l i t y . 
The r e s u l t of the study i n d i c a t e s t h a t d i r e c t m a r -
k e t i n g p r o g r a m may be a c c e p t a b l e , from the r e s p o n d e n t s ' 
v i e w s , as a s o u r c e of p r o d u c t i n f o r m a t i o n to a i d t h e 
p u r c h a s e d e c i s i o n s of t h e t a r g e t c l a s s . The f u t u r e of 
h o m e s h o p p i n g is less c e r t a i n , s u r r o u n d e d b y a list of 
variables that determine the end a c c e p t a n c e . Some inter-
r e l a t i o n s h i p of variables are s u g g e s t e d . At the conclu-
s i o n , a t e s t m a r k e t i n g p r o g r a m is r e c o m m e n d e d a n d t h e 
f o r m a t is s u g g e s t e d b a s e d on the r e s e a r c h r e s u l t . Some 
ideas for f u t u r e study is also l i s t e d out at t h e e n d of 
the r e p o r t . . 
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CHAPTER I 
INTRODUCTION 
1.1 Cable TV as an Advertising 
Media 
"Traditional television has been built on the philosophy of presenting 
programming with the broadest possible appeal for the time period it is 
being broadcast. Critics have referred to this as the "lowest common 
denominator" or "least objectionable programming" approach. Advertis-
ers, therefore, have little opportunity to use television selectively; they 
cannot deliver messages to target audiences without substantial waste. 
Cable has highly specialized programming targeted to specific audiences， 
which enables advertisers to reach viewers who are really likely to be 
customers"� 
Such were the scenario in United States where cable has been in existence 
since late 1940. For good reason, advertisers in U.S. are turning more and more to 
carry their wares through cable as an effective way for target marketing. 
Since cable TV will definitely be coming to Hong Kong as a new entertain-
ment media (and probably also a new telecommunication media) promising an 
'abundance of choice', the pertinent question to ask is; put it in a different place, a 
different demographic and social settings, will cable TV be again hailed as an effec-
tive way for advertising and marketing of merchandise ？ Furthermore, can it be used 
as a new channel to retail and move products ？ This project is an enquiry into what 
the possible answers would be by probing the issue at the consumer side of the equa-
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tion. 
Using the U.S. experience as a reference frame, there has been a number of 
research firms constantly monitoring the cable subscribers' profile and their TV 
watching habits and most of them describe the average cable subscribers as a class of 
upscale audience, with greater than average purchasing power, better educated, have 
higher-level occupations, and primarily in the 18-49 age range, the type an advertiser 
or marketer would like to reach. 
After all, the subscription to cable requires a monthly subscription fee as 
against a free reception for free-air broadcast TV. Furthermore, there are channels 
offering programs to customers either on a pay-per-view or on monthly premium 
basis. The early subscribers are therefore expected to be relatively more affluent and 
are innovators who seek the thrill of trying out new things or ideas. They are ideal 
target for test marketing of new products 
A research result from Mediamark Research Inc. in Spring, 1984 confirmed 
this point[l]. The average cable households in U.S. have high overall incomes, they 
also tend to have and use their greater disposable incomes; they buy more new cars, 
major appliances, and other high-ticket items than do non-cable households. They 
are also more likely to own high-tech entertainment equipment. 
A more recent study in 1987[2] also confirms that cable subscribers purchase 
more financial products than non-cable households and are the best target households 
for banks and financial institutions. 
The introduction and installation of cable service was found to cause a shift in 
the viewing habits of average household in the favour of the advertisers. 
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In a research done in New England suburb both before and one year after 
cable TV is introduced, a comparison was made. The researcher found that 76.1 % 
of the household respondents agreed that they have changed viewing habits [3]. Of 
these，94 % indicated they now watched more television overall. A high weighing 
was placed on sports, movies, MTV (music videos), and children's programs. When 
asked about the preference of cable or local stations, an overall of 42.6 % watched 
more cable, 17 % watched more local TV, and 32.5 % watched same amount of cable 
vs. local TV. The rest is unsure. 
The research on U.S. cable and non-cable households in general also concurs 
on this point. A.C. Nielsen, the research firm which does regular survey on the cable 
usage, reported that cable households watched more hours of TV each week than 
non-cable households. From two periods, one from January to December, 1983 and 
the other from January to July, 1984, the watching habits was found to be shifting 
towards more hours per week of overall TV watching in general for cable households 
and also an increasing percentage of share for cable programs and a corresponding 
decrease of share for broadcast TV programs[1 . 
The result indicates that product marketers have to find a way to reach the lost 
viewers and it is plain that they have to do so through the use of cable time. 
1.2 Cable TV as a Direct Marketing 
Too� for Hong Kong 
Depending on how we define direct marketing, a lot of the advertising service 
provided by cable falls into the class of direct marketing function. On cable time, the 
products to be sold is promoted directly to the target customers (see below for cus-
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tomer targeting), sales clue such as telephone number can be provided on screen to 
establish sales contact (such as requesting for further information or a sales call). For 
interactive cable system where customers can use remote handheld terminals to send 
response back to the cable operator, they can sit in the comfort of their sofas while 
sending their enquiries or even placing their orders. In any case, a telephone can be 
used to consummate the sales should a customer be inclined to do so. 
For this research, in order to simply the study, a narrower scope of home 
shopping show will be used as representative of direct marketing programs. The 
major difference being that home shopping shows always allow purchases from 
viewers to be made either through telephone or through other means while direct 
marketing programs may also allow this or may just use direct response to lead to 
sales calls from salesmen. Therefore, home shopping program is a subset of direct 
marketing program but is the most important genre of it. -
However, the viewers of home shopping programs are expected to have simi-
lar characteristics as the viewers of other direct marketing programs. From the 
viewers' angle, the desire to get information from the show and to be able to make 
purchases without leaving home, either directly through a telephone or indirectly 
through a sales call, is the same. Hence, this research put a lot of focus on home 
shopping although it will also touch on direct marketing programs for the sake of 
simplifying the research. Many of the results applicable to home shopping apply also 
to direct marketing programs from a consumer perspective. 
In the local context, whether the U.S. experience mentioned in last section 
could be applied to Hong Kong will remain as a puzzle to be resolved when the 
service is actually available sometime in 1991 or 1992，however, we can still be able 
to make some estimate on the local effect of some of the variables that make cable 
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works in the U.S. 
For the advertisers, the preference for cable media is mainly due to a number 
of reason; 
A. Geographical Targeting : since there are a few thousands (4800 in 1983)[4] 
cable systems in U.S., each serving a different municipality and some at the 
national level, it is possible to target ad. at selective geographical locations as 
well as wide geographical areas according to marketing plan with little waste. 
For Hong Kong, since one company, the Hong Kong Cable Communication, 
won the franchise to operate a cable system covering the whole territory, we 
will only see one cable operator for at least quite some while^. Advertisers 
would not have a second choice. Furthermore, the service coverage will be 
territory-wide, selective geographical delivery of programs is probably not 
planned although it may be technically possible. Geographical targeting will 
unlikely be a meaningful factor for Hong Kong. 
B. Clientele Targeting : A majority of cable systems carry specialty programs 
for various interest groups in a community, it is possible for product market-
ers to use cable channels selectively and to tailor an ad. for a specific interest 
group. For example, it would make sense for a sports wear maker to sponsor 
programs or to place ad. with sales lead in a sports channel in a particular 
cable system. This is expected to be an important factor for the use of cable 
channel to advertise in Hong Kong. 
C. Low Cost Advertising : Comparing to TV ad. which is for the mass public, 
The exclusivity period for the cable franchise is 6 years. 
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use of cable time is much cheaper due to much smaller size of the viewers per 
channel. This implies a much lower cost for a commercial, more exposures, 
and/or a more flexible length for a commercial. This will also lead to infomer-
cials where advertisers take up a slot ranging from few minutes to half an hour 
presenting their products in a relaxed, informative manner which may not be 
economically viable on broadcast TV channels. 
In Hong Kong, the cost to advertise in cable channel is expected to be signifi-
cantly lower than broadcast TV as in the case of U.S. However, the develop-
ment of infomercials will depend on the acceptance of the Hong Kong view-
ers to long commercials regardless of content. The author's impression is the 
tolerance limit is much lower than half an hour. 
D. Multimedia Approach : The service of cable system to her advertisers as 
well as subscribers can go a step further. Since cable operator do know her 
subscribers by name, address, and choice of premium programs, she can use 
that knowledge at discretion to help marketers to further fine tune their mar-
keting program by using a multimedia approach. Program guides, bills etc. 
may be sent together with direct marketing material to targeted subscribers to 
coincide with a commercial run in order to enhance the impact of its viewing 
[5]. This is not possible for the broadcast TV. This factor is applicable to 
Hong Kong and is expected to be an important factor for use of cable time 
here. 
E. Low Cost Polling / Test Marketing : For interactive cable, it is possible to 
include a response frame or tag in a commercial to seek real time on-the-spot 
assessment of subscribers' response to a particular product or an ad. or a 
marketing program. Coupled with careful planning, a territory wide market-
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ing research can be done at a cost effective manner. This is also a fast and 
low cost way to test out new products. Literally, it will only take half an hour 
to tell whether a new product will sell. For Hong Kong, this is again an ap 
plicable factor. 
F. Retailing Outlet : As an extension of the test marketing function, cable 
channels can actually be used to move products. If products are carried in a 
channel with wide geographical coverage, the effect is the breaking of locality 
barrier and oligopolist market structure due to locality effect. In U.S., there 
are a number of national channels devoted to selling products only. They 
have been very successful so far (see Chapter III). Such service has been 
given names such as armchair shopping, video cataloging but is more 
commonly known as home shopping. 
For Hong Kong, the implication of this can be a new form of retailing outlet 
without show-room; very much like the way it is in U.S. However, Hong 
Kong is a small place with very efficient transportation system. The living 
density is high and shops are everywhere. Shopping in Hong Kong is far 
more easier than U.S. All these factors cast an element of doubt as to whether 
home shopping can flourish in such a pluralistic environment. 
On the other hand, Hong Kong is also known for her fast pace and busy life. 
There are a lot of busy people in Hong Kong who would pay a premium just 
to get rid of the time consuming shopping chore. This includes the profes-
sionals, the executives, the proprietors of companies, as well as many above-
average-income class of people. They may need this kind of armchair shop-
ping to supplement the normal shopping activities. It is the objective of this 
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research to probe into the consumer acceptance of marketing products though 
cable and home shopping is an important class of such service. 
1.3 The Research Objectives 
From the salesmanship standpoint, direct marketing of products through cable 
has a number of advantages over using the conventional channels. A brief discussion 
on them has been given in the last section. 
Comparing to the use of radio, broadcast TV or even newspaper and maga-
zine, cable enables marketers to reach a specific target group with much better preci-
sion. It can take the customers to a treat of live demonstration from say an expert or 
a celebrity host. Full detail of a product can be expounded and comparison versus 
say a competitor's product or a substitute can be made in a vivid way. It can make 
use of both audio and visual technique to sell. In the case of Hong Kong which will 
offer interactive cable service, the image don't have to last as orders can immediately 
be placed. This aids the impulsive buying behaviour. 
However, since the consumers have the final say on whether such direct 
marketing effort will pay off, we have to address the issue from the demand side of 
the equation. 
The demand situation concerning such service is complex and there are pros 
and cons to the acceptance of it as briefly explained in the last section. 
The most important counter-argument concerns the social dimension of the 
Hong Kong society. Since Hong Kong is so small and shops are relatively easy to 
access, the need to rely on home shopping may not be so high as in the U.S. The 
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second equally important argument is that video shopping can never duplicate the 
sensory elements such as smell and touch of the shopping experience nor can it 
duplicate the social and entertainment components of in-store shopping. 
On the other hand, the convenience and often the discount offered on cable 
could economically relieve consumers of the highly repetitive and time-consuming 
task of purchasing everyday necessities. Furthermore, since a person will seldom 
visit every shops to make product or price comparison before making a purchase 
decision, the 'infomercials' may be welcome as one simple and easy avenue of gath-
ering information for a purchase. 
For Hong Kong, the issue is whether direct marketing and home shopping 
though cable, two related subjects, can be accepted by the public as a product infor-
mation and/or distribution channel. Furthermore, if it is only conditionally accept-
able, what are the attributes that could lead to higher acceptance from the public. The 
third area of this research is to set up the a priori condition for further research, to 
suggest on the possible hypothesis, and to throw light on how a test marketing pro-
gram can be conducted for finer scrutiny of the issue. 
Since the public has not seen cable TV before and will not be able to see it 
until 1991，a quantitative research is not applicable because it will have to make too 
much assumptions about a future scenario and to rely on figures drawn upon re-
spondents who have no prior knowledge of the system but are relying on their intui-
tion and best guess in their response. It would also be inappropriate to ask respond-
ents to make quantitative judgement on a vague or uncertain future situation. For this 
reason, this research will be planned as a qualitative one aiming at identifying param-
eters and attributes rather than drawing quantitative conclusion. 
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The current research will try to probe the following areas : 
A. Whether direct marketing commercials on cable will be watched. 
B. Whether there is a need for home shopping. 
C. What is the format an early infomercial or home shopping program can take. 
D. What are the likely condition or incentive for them to watch direct marketing 
commercials or home shopping service. 
E. What are the factors that will induce purchases in home shopping show. 
The current research will be based largely on the existing purchasing habits or 
experience of a target innovator group that will have a higher than average tendency 
to watch direct marketing commercials and home shopping shows. They will be 
given stimulus in order to give them some insight on the future service that they have 
no experience of. More detail will be covered in Chapter II on methodology. 
1.4 The Hypothesis 
The present research is an exploratory study where a lot is known about a 
particular service in a different setting but we do not know how similar is the prob-
lem at hand to the established findings. For an exploratory study in general, hypothe-
ses formulation is primarily heuristic. Also, because hypothesis (for a more rigorous 
future study) will be the product of this research, the hypothesis for this research will 
be，by design, a general one capable of leading to other hypotheses. Based on U.S. 
experience, the author believes that: 
"The concept of offering direct marketing programs though cable is a viable 
one for Hong Kong for a certain group of people but the exact format and variables 
for such programs are yet to be determined." 
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Regarding the target group of people, the author will select a market segment 
for study based on existing knowledge on the acceptance of direct marketing in Hong 
Kong and also on the U.S. experience. This will be explained in the chapter to fol-
low. 
Concerning the format and variables, the research will start by listing out all 
the significant variables and format (again see next chapter) but will not put them 
together in a model in order not to bias future research. The variables and format is 
drawn largely from the U.S. experience. 
1.5 Significance of the Research 
Apart from being an exploratory study, this research is a consumer study 
oriented at assessing the consumer attitude of a selected market segment. As such, it 
will also be a descriptive study of the many factors affecting the consumer accept-
ance of direct marketing programs through cable. 
Through the research, it is one of the objective also to laid the ground work 
for further study which is capable of testing more specific hypothesis and which 
could be quantitative in nature. As it stands, this study can become the pre-research 
work for a more comprehensive followup study into a more specific topic. 
Should an investor be interested to put in place a home shopping show on a 
cable channel, the first and obvious way to start with is to conduct a test marketing 
program to gauge overall acceptance before going all out with a big investment. The 
result of this research is expected to shed light on how such a test marketing program 
could be conducted to minimize effort. 
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The significance of this study is thus self-evident. 
CHAPTER II 
RESEARCH DESIGN AND METHODOLOGY 
As stated before, this research is a consumer research aiming at assessing the 
consumer attitude towards a possible future service on a future platform; the cable 
media. Due to the fact that both the directing marketing program in question and the 
cable TV service is not yet available and therefore the necessary condition for accu-
rate probing of consumer attitude is not present. For this reason, a qualitative method 
and an exploratory approach is adopted. 
In general, the qualitative method are less structured and more intensive than 
the standard questionaire-based interviews as it takes a longer, more flexible relation-
ship with the respondents so that the resultant data has more depth and richness of 
content. 
The choice of exploratory approach is due to the fact that there is little known 
fact about the issue under study to generate a model. For an exploratory approach, 
the aim is to define the problem more clearly and fully, to suggest hypotheses for 
further research, to generate new ideas on possible features and factors conducive to 
the new service under study, and to pretest whether the assumptions and findings in 
U.S. is applicable to Hong Kong. 
The particular exploratory approach chosen for this study is the Focus Group 
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Discussions. For such method, respondents are sampled under the sampling criterion 
and grouped into sessions. For each sessions, respondents are led to focus on discus-
sion on a series of topics by a moderator which ensures the areas for investigation are 
well covered. The emphasis is on group interaction and elaboration or reaction to the 
views of other participants. The idea is to encourage spontaneity and candor through 
the group atmosphere. As a rule, 3 to 4 sessions are sufficient unless there are group 
to group differences under study[6]. 
The presen t research is d iv ided into 5 par t s r ep resen t -
ing 5 steps in the process. They are : 
A. Literature Survey 
B. Brief Technical Study , 
C. Sampling Criteria and Sampling Plan 
D. Product Design 
E. Consumer Research 
F. Analysis and Conclusion 
Each of these will be explained in the sections to follow. 
2.1 Variables 
Without suggesting the model which for this research is inappropriate, a list 
of variables whose inter-relationship is to be probed are listed as follows : 
A. The Customer Profile : The target customers to be reached by the product 
marketers and their personal profile such as income, age, profession, marital 
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status etc. 
B. Shopping Habits : The shopping habits of the target customers to be reached 
by the product marketers. 
C. Preference on Presentation Format : Refers to the customers' preference on 
the duration and timing of the direct marketing program to be offered, prefer-
ence on the selling approach (hard sell or soft sell), the quality of the program 
(picture and production quality) and whether the program is informative etc. 
D. Preference on Response Methods : Refers to whether the customer is using 
the telephone or an handheld remote terminal to make a response such as 
placing an order. 
E. Preference on Delivery Options : Refers to whether a customer prefers to 
pick up the ordered merchandise or to wait for the delivery to his or her home. 
F. Preference on Payment Methods : Refers the means by which a customer 
prefers to have his or her bill settled. This includes monthly bill, COD, credit 
card etc. 
G. Type of Merchandise : The type of products to be promoted to the target 
customers and their characteristics such as whether they are personalized 
items etc. 
H. Other Environmental Factors : Such as weather etc. 
According to the above variables, the Focus Group Discussion Guide (see 
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Appendix 1) is structured to probe them. 
2.2 Literature Survey 
Since the subject of direct marketing and home shopping is relatively new, a 
literature survey of the past ten years is enough to covered most of the salient points 
concerning the subject. 
The search will be made based on the ABI package on CD ROM (Compact 
Disk Memory) from UMI (University Microfilms International)^ installed in the 
University Library of the Chinese University of Hong Kong. The material will 
covers newspaper clippings, books and magazine articles concerning the subject. 
The objective is to uncover all the works concerning the cable system in Hong 
Kong and the development of direct marketing and home shopping system in the 
world in recent years. Previous research results on the aforesaid subjects will also be 
searched. 
The result of this literature search will be discussed in Chapter III. 
2.3 Brief Technical Study 
In the context of the impact of technology on the various variables described 
in Section 2.1, a technical study will be made. The aim is to find out if the current 
cable system planned and to be implemented by HKCC will support direct marketing 
and home shopping services in the future. If the answer is positive, the natural ques-
tion to ask would be what class of services could it support in the future. 
a — 
Specializes in the supply of book and ariicle abstracts 
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Again within the context of the influence on the variables of interest, the 
planned or natural evolution of the system will also be probed to assess what impact 
it has on possibly a further-down-the-road services. The objective is to put the varia-
bles in a realistic settings and to give them meanings. For example, if the service to 
be discussed has limitation due to network planning or technology, the respondents' 
response to such limitation has to be assessed. 
The result of this technical study is delineated in Chapter IV. 
2.4 Sampling Plan 
Due to resource constraint, a limited number of sessions can be conducted. It 
is impossible to use an exhaustive approach to hold a number of sessions on each of 
the potential target customer groups or market segments. It is therefore necessary to 
identify the most，rewarding’ stratum or target customer group who has an 'innova-
tor' characteristics in the sense that they will watch direct marketing programs or are 
the most probable patrons early in the beginning of the introduction of home shop-
ping service. 
Three steps is used in the setting up of the sampling criterion for this group of 
customers. 
A. Interview with HKCC will be held to assess the profile of their prospective 
customer base. The patrons of the service and program in question will 
obviously be a subset of their targeted customers. 
B. Base on other research on direct marketing in Hong Kong, an initial customer 
profile for using the service or watching the program in question is construct-
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ed. 
C. From the initial customer profile obtained as described above, a narrower 
criterion is set up so that within a focused group, participants are heterogene-
ous enough to represent the diverse viewpoints occurring in real life and yet 
homogeneous enough to engender a comfortable social atmosphere which 
encourages free flow of ideas. The refinement of criterion will be based only 
on income and age. 
Following the sampling criteria so obtained, an independent market research 
agency will be used to recruit the members of the focus groups. If resource is not 
enough, further samples will be drawn based on cost and convenience consideration 
by the author himself. 
2.5 Sampling Criteria 
From an interview with HKCC on Mar. 26, 1990&� the initial bull 's-eye 
market for the cable service, based on their own market research, are households with 
monthly household income from $5,000 - 30,000. At a monthly subscription fee of 
$100 - 150 per month, indeed most of the household in that range can well afford to 
pay for it. For the present study however, a finer criterion has to be drawn. 
From a study in the U.S. there is a high correlation between home shopping 
purchase and catalog buying. From one survey 3/4 of the households using home 
shopping services to make purchases are also catalog buyers[7]. They have an above 
average household income of US $30,000 per annum. 
From a yet unpublished research work by a team of the Chinese University 
a Interview with Ms. Monita Lo, Marketing Manager of HKCC 
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MBA smdents[8] on the use of direct mail to purchase financial services, a total of 
363 questionnaires are collected. A high percentage of respondents, 92.1%, indicated 
they will either definitely subscribe or will probably subscribe to cable if fee is 
reasonable. 
Notably, a high percentage of the respondents, over 80%, in the monthly 
personal income categories from $5,000 - 30,000 have used direct mail to order 
merchandise (any kind not restricted to financial services). The tendency to use 
direct mail increases to roughly 85% in the income range of $10,000 - 30,000 and 
declines appreciably for respondents whose monthly personal is below $5,000 or 
above $30,000. A further point to note is that a high percentage of the professionals, 
executives, proprietors as well as a host of other professions use direct mail. 
For those in the personal income range of $5,000 - $10,000, both men and 
wife may be working so that the household income will be in the $10,000 - 20,000 
range. From this, it is reasonable to expect the 'innovator' group of households who 
will watch direct marketing or home shopping shows are those having household 
income of $10,000 - 30,000 per month. This is the target customer profile. For those 
above $30,000, their time for watching TV programs may be quite limited anyway. 
To further narrow down the scope for focus group discussions purpose, some 
other restriction is imposed on age and education. Also, the monthly household 
income is narrow down to $ 15,000 - 30,000. Hence the sampling criterion is : 
A. Monthly Household Income : $15,000 - 30,000 
B. Age : 28 -40 
C Education : Completed Secondary or Above 
f 番 港 中 文 大 架 圖 i i n ^ i 
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Based on the sampling criteria, 2 focus groups, one male and one female, 
would be recruited by an independent research agency, International Research Asso-
ciates (H.K.) Ltd. (INRA), under the auspices of HKCC. In the female group, half of 
them are working and the other half are housewives. The focus group discussions 
was held in the interview room of (INRA) on April, 19 and April 20，1990 from 6:00 
p.m. to 8:00 p.m. Due to the need to keep the discussion under control, each of the 
focus groups has only 8 participants. The author serves as the moderator. 
In order to probe also the response from the class of executives and profes-
sionals, a third group was recruited by the author himself. The reason not to use 
research agency was mainly due to budget concern. The sampling is based on the 
sampling criteria and also based on convenience. The discussion is held on April 18， 
1990 in the conference room of Motorola Semiconductors (H.K.) Ltd. in Kwai Fong 
with the author as moderator. 
2.6 Product Design and Demonstration 
In order to lead the participants into the scenario of future service from which 
to seek response on specific topics, they will be given stimulus before the discussion. 
A video tape describing the home shopping service in the U.S. with a sample session 
of home shopping show will be shown to the participants. This is further supplement 
with explanation of what the local future service could be like before the discussion 
starts. 
Through the help of HKCC, a video tape is obtained from the Home Shop-
ping Club (a 24 hour home shopping show) operated by J.C. Penney. The first 5 
minutes of the video is introduction to the status of home shopping in U.S. today and 
this is followed by 10 minutes of infomercials on a number of different products (see 
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Appendix 2 for detail of content). 
To further lead the group of participants into the local context, a video of the 
advertising magazine shown on Jade channel which has been recorded earlier was 
shown to them. The advertising video is similar to the J.C. Penney video except that 
it is in the local language (Cantonese) and that it is intended for advertising only so it 
does not have the telephone numbers and the price tags on screen for all the products 
shown. Other than this, it is a piece of infomercial in every way. The moderator 
explained to them that if a telephone number is put on screen, it will become a direct 
marketing program or a home shopping show equivalent to the previous video they 
have seen. 
2.7 Consumer Research 
Before the discussion starts, the participants were required to fill in a sample 
quota sheet to answer questions concerning their personal profile. In the，Name， 
section on the sample quota sheet, they were asked to fill in their initials or first 
names only because their identities are not of interest to the research. 
After the 2 videos were shown, the moderator explains the various response, 
delivery, and payment options that may be available to them in a hypothetical home 
shopping program similar to the videos they have watched. This prepares them for 
the ensuing discussion. 
With a focus group discussion guide prepared in advance, the moderator fired 
the discussion by asking a few questions on variables to be probed. Moderator then 
wait passively for a subject to be exhausted before firing a new question. Moderator 
intervened occasionally to keep discussion on track and asked questions to ensure 
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that all subjects are covered. 
2.8 Analysis and Conclusion 
Through the 3 focus groups discussions, a wealth of disparate comments 
would usually be the result. Reporting has to done in order to capture the length and 
breadth of the views as well the commonality. An analysis will be made based on the 
interpretation of the views in the context of the research objective as well as to cap-
ture useful ideas and concepts leading to possible hypotheses for future research. 
For exploring into new ideas and concepts, it is expected that group behaviour 
will tend to be conservative. Negative views has to be therefore treated carefully to 
avoid over-pessimism. 
At the end of the research, conclusion would be drawn on whether the hy-
pothesis of consumer acceptance is accepted or rejected by the groups. Recommenda-
tion would be made on the areas for further research as well as format for test market 
program as appropriate. 
CHAPTER III 
LITERATURE SURVEY 
As a result of the literature search using the ABI package as well as standard 
library search technique, quite a few articles and books have been written on the 
subject. However, almost all of them are concerning the home shopping or direct 
marketing systems in U.S. For services elsewhere in the world, the search results in 
next to nothing. This is probably because home shopping has been operating in U.S. 
for 10 years, a lot of experience has been accumulated. In other parts of the world, 
however, this is still a new concept and not much has started. 
3.1 The Early Systems 
Direct marketing programs and home shopping shows first started in the early 
80’s through one way cable system. There has been quite a number of experimental 
systems throughout U.S. Due to its low cost, advertisers were able to put program-
length commercial messages to a targeted neighborhood through cable. The word 
，infomercial，started to be used to describe this type of programs. 
One example is the Home Shopping Channel through Village Cable in Chapel 
Hill，North Carolina which ran from six to eleven each evening with infomercials 
from local businesses. During early 80's, advertisers running infomercials a mini-
mum of ten times per month for a half-hour show paid only twenty-five U.S. dollars 
per one-half hour program. Production cost for such program ranged from two 
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hundred to four hundreds U.S. dollars 
In about the same period, a "Home Shopping Show" was distributed by 
Modem Satellite Network to cable systems. It was a one-hour talk-show which gave 
advertisers like Encyclopaedia Britannica, Mr. Coffee etc. a chance to demonstrate to 
demonstrate their products. 
WOR-TV, a shared stations for cable systems, offered daily one-hour show 
called "Shopping at Home" which was a video cataloging show allowing service 
information to be given and direct response to be make through telephone for order-
ing of products. 
Also in the early 80’s, Comp-U-Card, a telephone merchandising company, 
ran a daily six-hour show on CBN carrying their products which were segmented into 
categories and shoppers could then look for a specific product at the scheduled 
time[10]. 
Later on, a two way interactive system called QUBE is developed by Warner 
Amex Cable Communications around 1982 which allows direct response to be made 
through home terminals. It was used in many occasions for polling of viewers and 
direct marketing. On one occasion, American Express Travel Services used it in 
Ohio to run infomercials showing how to pick a travel agent, understand tour bro-
chures etc. At the end if viewers were interested in the travel services offered, they 
could press a response button on the QUBE terminals and the travel brochures with a 
covering letter expressing thanks from a local agent would reach them in 48 hours[l]. 
QUBE was used to sell many different things. In 1982 Warner Cosmetics 
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used it in Cincinnati, Columbus, Dallas, and Pittsburgh to promote cosmetics by 
running a 30 min. makeup technique infomercial twice a day for 2 weeks. The 
response is favourable. It was later used by names like Avon to sell cosmetics in 
1984. In Cincinnati, Merrill Lynch used the QUBE system to introduce high-yield 
investments to viewers. 
3.2 Home Shopping through Viewdata System 
Since there are some research works that has been done concerning use of 
Viewdata System to carry home shopping services, some research was done in this 
research on this topic to understand the impact of different technology on the service 
acceptance. 
As a simple explanation of what the Viewdata System is : it is a telephone line 
based data system with a central computer and database storing thousands of pages of 
information for access of subscribers. Depending on the system, users can usually 
buy or rent a conversion box (price is about $1000-2000) which can store frames of 
data to be displayed on standard television. Alternatively, users use their home 
personal computer for display and data entry by buying or renting an interface card. 
The system is interactive and is for display of both text and simple graphics 
which is composed of 64 mosaic patterns. For those who have seen the Autoview 
financial information display installed for general viewing of customers in many 
banks in Hong Kong, they will understand that the graphic capability is rather crude 
and is a far cry from television quality. 
There are many Viewdata system in the World, especially in Europe. 
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However, the better known system carrying home shopping service is the Prestel 
system in U.K. 
Prestel is the first public Viewdata or videotext service in U.K. launched in 
1979 by British Telecom. The subscriber base grew from 23,000 in 1983 to 65,000 
in 1986, a small number compared to the roughly 7 millions households in U.K. The 
variety of services offered, apart from others, includes home banking, teleshopping 
(i.e. home shopping), and other information enquiries. 
In 1983’ Nottingham Building Society launched its homelink system through 
Prestel, allowing subscribers to advertise articles for sales and to obtain special offers 
through the teleshopping service. In October 1984，Homelink customers could send 
electronic buying and selling orders to a firm of London Stockbrokers. 
Also through Prestel, Telecard offers a home shopping service called Super-
shop to central London customers of BT Prestel. Telecard uses a specialist distribu-
tion company 'Moves' to deliver goods from the Lalani supermarket company, which 
has a small stake in Telecard. Orders over 35 sterling pounds are delivered free. 
Customers are spending an average of 52 sterling pounds each time they use the 
service. 
Another service through Prestel is Club 403’ the world's first residential 
viewdata for 100,000 homes in Midland. The service offers a choice of 10,000 
grocery items at the same price as charged in stores and delivery can be within 36 
hours. Using Club 403, booking of tickets for various events can also be made. 
In April, 1985, Littlewoods, the mail order company, offers another teleshop-
ping service through Prestel. By 1986, the service can offered access to over 3,500 
Chapter I I I Page 27 
products at competitive prices. Littlewoods also extended the service to cable TV 
channel and viewers can call to buy goods on offer. 
3.3 Industrial Experience of Home Shopping 
through Cable TV 
In U.S. direct marketing programs do not stop at advertising only but goes all 
the ways to become home shopping programs. Home shopping service through cable 
TV is enjoying tremendous success in U.S. As of 1987，there are 26 home shopping 
stations in U.S.[11] The story should really starts with Home Shopping Network 
(HSN). 
As one of the pioneer in home shopping, HSN was originally a Florida AM 
radio station in 1981. Unable to collect a bill from an advertiser, the company agreed 
to accept 112 electric can openers from the advertiser. She got on air with the can 
openers and to their surprise, the products were sold in 5 minutes. Counting on this 
success, the company moves from radio to cable TV in Tampa Bay and goes national 
in 1985. For the fiscal year of 1985 which ended in Aug. 31，the sales soared more 
than ten fold. In 1986’ the company went public at initial price of US $18 a share on 
May 13. One first day of trading, stock price jumped to US $42 and in later weeks 
climbed past US $120 and split three to one[12]. 
The company has become a 24 hours round the clock, 7 days a week channels 
ever since and do nothing except selling products. Her merchandises are usually 
purchased as closeouts, manufacturer's overrun, or liquidation quick sell items at 
25% of the retail price and sold on air at 50% retail price. The selling style is typical-
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ly that of hard sell with hosts on stage pitching products after products. While the 
product stays on screen, subscribers can call the 800 toll free number to order and get 
the discounted price. The product can either be picked up from a selected pick-up 
mart or delivered to home in 4 to 10 days. 
To further expand its operation, HSN cut out the middlemen by paying US 
$250 millions to purchase 12 UHF stations. She has warehouses 300,000 square feet 
in two counties in Florida. Once an order is received by the attendants, the ware-
house immediately receives the order and the product will be delivered to the pick-up 
mart. The whole process is linked by IBM mainframe which keep track of the 
product movement, the inventory and the credit. From her study in 1986，the average 
home shopper spends more than US $500 a year on 15 purchases and since 1982, 72 
% of the 125,000 households reached had brought s o m e t h i n g [ 1 2 ] . 
HSN sells almost anything. Examples are health care, cosmetics, financial and 
insurance services, travel, software development and US$3,000 worth of diamond-
studded watches. The first cruise they offered was a seven-day cruise from Carib-
bean to Mexico and the entire shop, 512 cabins, was sold in 55 minutes. HSN now 
owns and operates television stations, cable, broadcast studios. A huge processing 
facility handle as many as 40,000 calls a day and a warehouse capable of shipping 
70,000 packages a day[13]. HSN now owns more than 50% share of the home 
shopping market and ranks as one of the fastest growing companies in the television 
industry with revenue approaching US $1 billion. 
With the success of HSN, many retailers would not want to be left in the cold. 
Sears, Roebuck, the biggest department store in U.S., in partnership with Quality 
Value Cable Network (QVC), offers her version of upscale soft sell program through 
QVC, another home shopping operation like the HSN. About 20% of products car-
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ried on QVC are from Sears, the rest are from other merchandisers. QVC sells by 
grouping products together and put them on segmented time and therefore attracting 
customers to spots of interest to them. 
The third largest department store in U.S.，J.C. Penney also offers her soft sell 
show, Telaction on national cable. Celebrity will be hosting the program. She now 
has 1800 pick up centres nationwide and all of her department stores have pick up 
counters. She can handle 600,000 calls a day and 75 million order a year. 38% of 
her customers use the pick up option. She offers a variety of payment options which 
include COD, credit cards and by installments. 
Other important 24 hours national channels in the home shopping industry in 
U.S. are : Cable Value Network (CVN), Shop Television Network, and Sky Mer-
chant. A host of part-time channels are also in the game. 
To sum up the U.S. experience, there are now roughly 50 millions house-
holds，or 50% of all TV households, receiving cable programs. The market for home 
shopping started to go national in 1985 at a total market size of US$167 millions. It 
soared to US$L75 billions in 1989 and expects to reach US$2.75 billions by 1993. A 
study in May, 1987[11] by Leo J. Shapior & Associates showed that 35% of all 
households have watched a home shopping show and one in nine have made a pur-
chase. 
According to HSN, the prime-time in U.S. is between 3:00 p.m. to midnight 
with very high concentration between 6:00 p.m. and 9:00 p . m . M The purchasing 
America also snaps up anything from clothing to diamond watches and bracelets 
worth thousands of U.S. dollars. There are a lot of households that watch home 
shopping for the information, for the convenience for armchair shopping and for the 
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discount it offers. A high percentage of customers use the delivery option. 
Although it sounds so easy to move products through cable, the hard sell style 
in the industry sometimes will cause a merchandiser to hesitate and think whether 
home shopping creates the right image for their products [15]. A further point to note 
is although the technology for interactive cable is available long ago, U.S. is relying 
largely on using telephone for direct response because shoppers can call directly to 
the national centre of the merchandiser and have the orders entered into the central 
computer, thereby by passing the local cable operator. However, the local cable 
operator usually will get 5% of the purchase amount in return. 
3.4 Other Related Studies 
Although it all sound so great for home shopping in U.S. the question is 
whether it will become equally successful in Hong Kong. One concern is that the 
mailboxes in multi-story buildings are small and generally not designed for receiving 
parcels so door to door deliveries have to be made by appointments so that someone 
can receive them. 
There are also some previous studies conducted on home shopping but they 
are all based on the assumption of using Viewdata for full interactive service deliv-
ery. One study on home banking in Hong Kong predicted that due to the poor graph-
ics capability of Viewdata as well as the convenience to do shopping in Hong Kong, 
the service will be doomed[16] . However, that is a forecast statement without actual 
work being carried out to research the subject. 
Another study is on the economic aspect of home shopping. The assumption 
is again based on interactive viewdata system[17]. The conclusion is home shopping 
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can never become economically viable. However, since the assumption is not ap-
plicable, so will be the conclusion. Moreover, the scenario in U.S. has already 
proven the viability. Nevertheless the point that home shopping can never replace in-
store shopping because it lacks the feel and touch of products in-store shopping can 
give and that it can't duplicate the social and entertainment value of real shopping is 
well noted and could well apply to Hong Kong. 
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CHAPTER IV 
BRIEF TECHNICAL STUDY 
4.1 Composition of a Direct Response 
Cable TV System 
A typical cable TV system consists of the headend facility, the trunk network, 
the hub interconnection system, the subscriber loop, the home drop, and finally the 
convertor box inside the subscriber premise. 
The headend facility is the source of the cable signal and contains the 
communication processor, the video switching matrix, and the signal modulators. It 
switches different source of programs into different channels and multiplexes them 
into one or more trunk cables for transmission to the various hubs. From the hubs, 
the signal further branches out into subscriber loops reaching different homes. The 
whole system is like a tree network. 
The system is basically a distributive system in that the same signal will reach 
all the subscriber loops although filters may be installed to block some households 
from receiving certain channels (such as premium channels they have not 
subscribed). The potential is everyone can have the same choice and receive the 
same programs. 
For one way distributive system, if responses from subscribers are required, it 
can only be done by telephones with operators at the other end of the telephone lines 
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who will do the data entry if data processing is required on those responses. 
For two way cable system, responses from subscribers can be sent back to the 
headend through the same cable for program distribution by frequency multiplexing 
the return signals onto it. This is the return path. The signals so returned can be 
taken by the communication processor which can pass them on as data to some other 
backend processor for data processing or it make treat the responses as commands 
and act upon it. An example of this is when a subscriber requests to see a pay-per-
view program which is normally scrambled to avoid eavesdropping, the headend 
processor can send the descramble command to the convenor box in the subscriber 
premise which will do the descrambling. 
Inside the subscriber premise, a convertor box will be installed by the cable 
company to convert the cable signal to what an ordinary TV can display. It also 
allows the selection of channels to be made by a keyboard on top of it and will do the 
descrambling as described above as the situation may be. For some system, a remote 
handheld terminal is provided which does the same function as the ordinary TV 
remote controller plus the convertor keyboard function. 
4.2 Cable TV System in Hong Kong 
Ever since the government invited applications for the future Cable TV serv-
ices to Hong Kong, the tender bidding process has been an intense tug-of-war drama. 
On August 2, 1989, the high stake franchise of 15 years was awarded to Hong Kong 
Cable Communication Ltd. (hereafter as HKCC), a consortium consisting of Wharf 
Holdings (28 %), Sun Hung Kai Properties Ltd. (27%), U S West (25%), Shaw 
Brothers Ltd. (10%), and Belgium's Coditel S.A (10%). 
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The terms of the negotiation requires the cable operator to underwrite an ini-
tial investment of up to $ 5.5 billions, $ 1 billion above the operator's expectation, 
and a royalty payment of $ 1.2 billions over the life of franchise to the government. 
This huge investment casts doubt on the profitability of the entertainment business, 
especially when the exclusivity period is short (6 y e a r s ) [18]. 
However, what is really at stake now is more than the right to entertainment 
business but the right to a second telecom network [19]. Hong Kong Telecom's 
present domestic voice franchise will terminate by 1995 (under Hong Kong Tele-
phone Co.) and International voice franchise will end in 2005 (owned by Cable and 
Wireless H.K. Ltd.). A slice of the domestic service alone, a $ 1.7 billions revenue in 
the book of Hong Kong Telephone, is more than lift the eyebrow. 
The network plan of HKCC is to connect the headend signal source by single 
mode optical fibre to 28 nodes or hubs and from there by coaxial cable to subscriber 
homes. The plan already made allowance for interactive service; a initial set of 32 
TV grade (PAL I) channels expandable to 56 (allowed by the authority under direc-
tive HKTA 1102) occupying the upper frequency band from 54 - 550 MHz. A return 
transmission path in the band 3 - 30 MHz will be implemented at the same time 
network is laid to cater for non-franchised telecommunication services [ � . T h i s 
return path can be used as direct response media for programs such as home shop-
ping. 
In the future, HKCC will install in each subscriber's home a converter box 
permitting the subscriber to make program selection and video appreciation at home 
using his existing TV set. By virtue of the return data capability, subscribers will be 
able to enjoy premium pay-per-view program which is planned. Pay-per-view 
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channel and an interactive channel is also planned by 1994. 
The cable service will start in 1991 with 150,000 home pass expected in the 
first year, and expanding to 1.5 millions homes in 10 years[21]. Since the licensing 
terms require the existing broadcasting of FM radio and TV (ATV and HKTVB) to 
be carried in the channel bank, a fully integrated service will reach all subscribers in 
one cable plug. A near 100% penetration is envisaged. 
By this reckoning, by 1994 when interactive service is available, the system 
will have a few hundred thousands of subscribers. At this time, a two-way interac-
tive home shopping or direct marketing channel can be launched should there be such 
a need. 
However, even as a one way distributive system in 1991，a telephone based 
home shopping system as described in the last section can still be launched should an 
entrepreneur wishes to do it and if it makes economic sense, i.e. if the first batch of 
150,000 homes are good target for direct marketing or home shopping. 
Technically speaking, the condition is all present for all kinds of direct re-
sponse marketing. 
4.3 HDTV and Future System 
Since good quality program can induce appetite for buying. The question to 
ask is what makes a good presentation. For one thing, it is the quality of the produc-
tion which includes the copy writing, the director skill, the cameramen's skill etc. 
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From a technology standpoint, the resolution of the picture will make a lot of 
difference in increasing the sense of participation. For those who have seen the laser 
disc video, they will appreciate this statement. If the direct marketing or home 
shopping programs can have this kind of resolution, it will have an impact on the 
subscribers' desire at least on watching the programs. 
The future has more to promise. The future generation of HDTV (High 
Definition TV) which is still in a evolution stage promises two times the current 
resolution in each dimension. This is shown in the following table : 
Table 1 
Resolution of TV Standards 
Europe Japan United States 
Existing 625 625 525 
(No. of lines) 
HDTV 1250 1125 Unknown 
The standards for HDTV has been defined in Europe (HD-MAC System) and 
Japan (MUSE System) and not defined in U.S. and other parts of the world. It looks 
like it will take a long time before it becomes well defined in U.S. and the rest of the 
world is thinking of which standard to follow. 
For Hong Kong, HKCC will not move into HDTV at least for the foreseeable 
future[21]. This is mainly due to a lack of standard and due to the high cost in-
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volved. However, as technology develops and costs decrease, direct optical fibre 
reaching the home is possible and is the logical next step. HKCC is planning to 
conduct a fibre-to-the-home trial in 
In the distant future, one important technology, should it becomes available at 
low cost, will inevitably revolutionize the direct marketing or home shopping indus-
try; the Broadband Integrated Service Network (BISDN). 
With this technology, every homes will be connected by optical fibre cable 
through which HDTV images, sound, data can flow at extremely high rate bidirec-
tionally. A merchandiser can become an informational provider providing video-on-
demand service that deliver images, video, digital sound etc. of products as and when 
subscribers need them. Subscribers will not have to wait impatiently before their TV 
for the products they are interested in to come. They can simply demand when they 
should come. This is the ultimate of home shopping. 
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CHAPTER V 
CONSUMER RESEARCH - RESULTS AND ANALYSIS 
5.1 Summary of Procedure 
The objective of the research as stated in Chapter I is to explore whether there 
is a need for direct marketing with emphasis on home shopping through the cable TV 
network in Hong Kong. Another aim is to explore the inter-relationship between the 
various variables stated in Chapter II and thereby to make suggestions on the areas 
for further research and on test marketing. 
A target group of customers who are most likely to be the early clientele is 
broadly defined as those who have above average household income, usually better 
educated, young to middle aged, and will put a premium on the saving of time 
(example would be working couples). For the purpose of designing effective focus 
group discussions which the present research is based on, the sampling criteria is 
further narrowed down to those who have monthly household income in the range 
$15,000 - $30,000, aged 28 to 40, and have received secondary education or above. 
A focus group discussion guide (Appendix 1) was prepared in advance. The 
areas for investigation include : 
A. Shopping Habit and Shopping Decison 
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B. General Reception and Expectation 
C. Preference on Format and Timing of Program 
D. View on Merchandise that could be Carried and Selling Style 
E. Price Tolerance 
F. Response Method 
G. Delivery Option 
H. Payment Option 
I. Merchandise Return Policy - How Important it is 
J. Other Attributes not Mentioned 
Two video tapes were prepared in advance, one describes the home shopping 
operation and status in U.S. with a sample session of soft sell home shopping pro-
gram in J.C. Penney's Home Shopping Channel (in English), the other is a recording 
of the advertising magazine carried in Jade Channel of HK TVB in Cantonese hosted 
by a local celebrity, Lisa Wong (see Appendix 2 for content). About fifteen minutes 
of the first video tape (in English) and five minutes of the second (in Cantonese) 
were played to the focus groups (enough to give participants an understanding of the 
service) at the beginning of each session as stimulus preceding the discussion. 
At the beginning of each discussion session, a sample quota sheet (Appendix 
3) was distributed to each of the participants to be filled out for verification of per-
sonal profile as well as to get some general information about the participants. 
For each session, the video programs were then played before the participants 
and explanation on the service concept in US and how it could be related to Hong 
Kong through the forthcoming cable TV service was given to them by the author who 
acted as the moderator. Some explanation was also being given on the possibility of 
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having different response methods, different delivery and payment options. The 
discussion was then started by the moderator who asked about the shopping habits of 
the participants and whether they were satisfied with their in-store shopping experi-
ence such as the information received from the store salesmen. The discussion then 
went forth spontaneously with the moderator intervening only to keep discussion on 
track or when a new topic has to be introduced. The whole discussion was recorded 
for later analysis. 
5.2 Samples Achieved 
Under the sponsorship of HKCC, two focus groups, 8 participants each, are recruited 
by an independent agent, International Research Associates (INRA), according to the 
sampling plan; one being all male, and the other all female. The female group is 
designed to include 4 housewives and 4 working women (they happened to be all 
married which is not entirely by design, but because ladies aged 28-40 are mostly 
married). This is in order to cover views from as much strata of people within target 
group as possible under resource constraint. 
To seek the views of busy executives and professionals, the author, under 
resource constraint, recruited the third group of participants himself. This is a group 
of 7 male selected according to the sampling plan as far as possible and added on top 
of that a further restriction that they have to be either executives or professionals. All 
but two fulfill all sampling criteria. Those two are senior executives and therefore do 
not meet criteria because their household incomes exceed $30,000. The author be-
lieves the view of this class of people would make useful contribution and therefore 
included them deliberately. 
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The first group discussion, participated by professionals and executives only, 
was held on April 18, 90 in conference room of Motorola Semiconductors (H.K.) 
Ltd. The second one, from an all male respondents, was held on April 19, 90 in 
INRA' s interview room. The female group discussion was held in April 20，90 also 
in INRA's interview room. 
The overall profile of three groups of people, a total of 23, are listed in 
Appendix 4. 
Group 1 was composed of young professionals and executives mostly aged 
31-35. They have all received tertiary education or above and their personal incomes 
are much higher than the second male group, Group 2. 
Group 2 was composed of men from different professions. They are a bit 
younger than Group 1 in general, earn less in general, and have education level 
ranging from completing secondary school to post graduate. All but one have work-
ing spouses. 
Group 3，the female group, is more evenly distributed in age. All but one 
have received secondary education. Half of them are housewives by design. The 
working ladies are earning less than $15,000. Taken altogether, they have high 
household income in general. 
From an overall view, most of the respondents are married and have either no 
children or have one to two child(ren). 19 out of 23 have working spouses. 15 out of 
23 have one to two child(ren). 14 out of 23 have used mail order to buy things be-
fore. 19 out of 23 indicated they will subscribe to cable TV. Around half indicated 
shopping takes up too much of their time while the other half say no to this. All 
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except the two in Group 1 mentioned before have household income exceeding crite-
ria, all others comply. 
5.3 Shopping Habit and Shopping Decision 
From the three discussions held, there appears to be a consensus among 
almost all participants that the daily chore of shopping for grocery is left to women. 
For the Group of professionals and executives, Group 1，the majority agreed 
that they will shop only when there is a need to fill and they will do so at convenient 
shops. The desire to shop for grocery is low and these are usually left to be done by 
the women in their households unless the needs are urgent. They detest spending 
time waiting for women while the latter are selecting clothes for example. The items 
that will interest them are, among other things, electronics products, hi-tech products, 
appliances, personal clothing for some, expensive items, or items that will occupy a 
lot of space at home. These are the items that will provide entertainment value for 
shopping and they will spend some time to research before buying. 
For the single respondents in Group 1，they indicated they will spend some 
time, perhaps once or twice a month, in doing shopping without specific aim. This is 
however，still much lower than respondents in Group 2 or 3. 
For male respondents in Group 2，they will sometimes do shopping without 
aim just to kill some time such as before the next cinema show. Some of them will 
spend time to gather information about a product before purchase and find the exer-
cise entertaining. Some say 80% of the time they shop are with a specific intention in 
mind while others say only 40%. 
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For the women respondents, they concur that the grocery shopping are usually 
done by them. They would like to get rid of grocery shopping, which occupies a lot 
of their shopping time, if possible, some housewives say half of the time they do 
shopping are with aims the other half are without aim. They enjoy shopping in 
general. For the working women, their shopping time available is limited, they often 
have to forgo shopping without aim. 
The women would like to bargain if possible but most of the stores in Hong 
Kong have fixed price and as a result, they would spend time to research a product 
well, such as where it is being sold at a cheaper price, before buying. In general, they 
believe they have better product knowledge than men and often decide what to buy or 
recommend especially for household items. 
In general, the men feel that women are more prone to impulsive buying and 
the women also admit this to be true sometimes. For the aforesaid categories of items 
they have interested in, which require somewhat more in-depth knowledge of the 
products in order to make good judgement, men believe they can make better deci-
sion than women and women concur that buying these will be joint decisions. One 
feeling from most of the men is that the salesmen in stores could not provide enough 
help to them by giving them all the information they need. 
For both men and women, decision for buying personalized items are by 
themselves which is common sense. 
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5.4 General Reception and Expectation 
of Home Shopping Service 
The general feeling on home shopping is that it will be a very useful source 
for product information. The value of the service will increase if the programs are 
segmented by product varieties. In fact a lot of respondents feel that it is the only 
way to do it in order for it to be successful. Many have doubt on whether the service 
can be used to sell luxury items such as jewellery and watches because of the fear 
that too many people in the street would wear identical items which would then 
‘ reduce the novelty value of the products. However, a limited quantity offer or a 
limited production run can solve this problem. 
Most of the respondents in all three groups agree that home shopping can't 
replace in-store shopping because it can't duplicate the feel, touch, smell etc. of in-
store experience. As an example, selling of a hi-fi system requires subjective evalua-
tion by listening to the performance of the real system in store. Personal items such 
as shoes and women dresses are other examples. There are, on the other hand, 
products where actual feel and touch may not be necessary to make a purchase deci-
sion. These may be suitable to be carried by home shopping service. Examples cited 
are toys (but not all kind of toys), non-tight-fitting clothes (such as T-shirt), items 
that will be consumed and need replenishment once in a while (has prior experience 
of), and novel items that are not too expensive. 
However, home shopping may be used to supplement in-store shopping in 
some case when there is insufficient time to shop but delivery time of say a few days 
is not critical. 
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For the female, the general feeling is that the service can help a lot in cutting 
short the time they need to research a product and they like to be given new product 
information to aid their purchase decisions. Also, if price is same or lower than 
stores, grocery shopping can be done through the program in cases where delivery 
time is not critical. However, most female respondents place a lot of emphasis on the 
possibility of getting discount from using the service. Most of them say the actual 
seeing-for-yourself store shopping is important for a lot of the non grocery products 
they purchase. However, products that they have prior experience of can be brought 
through the service if price is reasonable. ’Discount� is the permeating theme 
through the session for female. 
Many of respondents believe that in order to induce purchase, the service 
provider must be a well known store in town. A leading department store as the 
operator could give to them a sense of trust-worthiness and could alleviate the con-
cern that they are buying products without trying them out first. 
Some female respondents suggest that they will research and compare the 
price of the products through the service and the price in the stores first. They might 
try to order something too which are not expensive. Only if they have enough confi-
dence in the service will they consider buying expensive items through it. 
The general feeling from the various discussions is that female will be more 
cautious in using the service but working female will be more receptive than house-
wives because it may help them to alleviate the shopping chore. Another common 
belief respondents have is that the infomercials will not be objective in product 
recommendation. It will hide the weakness and boast about the strength of a product 
which is standard salesmanship. Therefore, infomercials should be watched with the 
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same suspicion as other commercials in broadcast TV. 
5.5 Preference on Program Format and 
Program View Time 
All of the male respondents feel that there is no need for a day long program 
because the most likely time they will tune in to a TV program is in the evening 
prime hours at or after dinner. Many female respondents feel that the most conven-
ient time for them is from 9:00 p.m. to 12:00 a.m. when "the time is really belonging 
to themselves." Some of the women say 12:00 a.m. is too late for them. However, 
many programs are vying for this stretch of time and it is a matter of program quality 
and whether there is a need to buy something that would make people watch the 
service. 
The respondents, both male and female, think that the most likely time they 
will watch is during weekdays. Viewing during weekends and holidays is only 
haphazard, depending on whether there is idle time that can't be better used. Usually 
respondents prefer to spend their weekends and holidays outdoor. If there is a pro-
gram about a product they need, they will record it for later viewing. 
One of the male respondent suggests the ideal system would be one that could 
deliver the information on the products he needs as and when he needs it. This is 
，Video-on-demand，. Unfortunately the present technology does not allow this to 
happen and it would be at least 5 years or perhaps more (the author's guess) before 
that could become a reality. 
Many female respondents feel that the advertising magazine format like the 
video they have seen is probably adequate for their needs during the initial launching 
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of the service. That is to say, celebrity hosts or experts can lead them into product 
explanation at a comfortable environment at a leisurely pace. 
When asked how much time in the average they believe they will spend to 
watch the program, assuming it is available 24 hours a day. The female respondents 
are quite specific in their answers. Most indicated half an hour to one hour maxi-
mum. Some say it will be very short. One housewife said that she will watch in day 
time casually but each time will last perhaps twenty minutes. The male indicated 
they will mainly watch when the needs to buy something arise. 
Some female respondents said they have the habit of keeping their TV sets on 
the whole day while they are at home. They might be doing housework and listening, 
not watching the programs. When interesting topic turns up, or if they suddenly find 
the programs very attractive, they will pause and spend some time to watch. 
5.6 Merchandise and Presentation 
In terms of style of program, almost all agree that the hard sell approach is 
enough for commodity items and even for appliances and electronic products. 
However, for high ticket items and luxury products, quality of presentation is very 
important and soft sell is favoured. 
One consensus concerning presentation is that high quality production and 
high resolution display will aid the impulsive buying behaviour and this applies also 
to themselves. Examples of such high ticket products quoted are jewellery and 
expensive watches. 
The items that most respondents agreed could be sold on cable are those 
Chapter III Page 48 
where quality of products are consistent and where it would involve inconvenience in 
the procurement. Examples quoted are tickets for performances, airlines or other 
transportation such as ferry to Macau. Tours and bookings for restaurants are other 
examples. Products that can be consumed and require replenishment of supply or 
products they have prior experience of can also be sold on cable. Furthermore, 
brandname products where they have confidence on the quality can also be sold. 
Whether grocery could be sold depends on the relative price comparing to the stores, 
the delivery delay, and the urgency of needs. 
Items that would be difficult to sell on cable are those that require seeing, 
touching, and testing in person to evaluate whether they are good for them or not. 
Examples quoted are fashion clothing, personalized items (cosmetics , shoes etc.), hi-
fi systems, cars and so on. 
For products that require detail demonstration and explanation in order to 
move, carrying it on cable is favourable. 
5.7 Price Tolerance 
Despite the possibility of bring convenience to consumers, the tolerance for 
higher than market price is low and this is a consensus. For services or products that 
involve inconvenience in procuring, some 'handling fee', a reasonably low amount, 
can be accepted. 
The female respondents are actually keen to see the service evolving into a 
discount channel like the way it is developing in the U.S. 
However, if discount is offered, and if the saving is substantial, all the re-
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spondents agree it could lead to buying spree, leading to，over-buying, of merchan-
dise to be returned later on. The impact of discount will be significant especially 
among the female respondents. Even the male respondents in Group 2 said they will 
consider to participate in game shows that will give them opportunities to buy 
'cheap' high ticket items. 
5.8 Response Method 
If given the choice of either using the telephone or using a special home 
terminal attached to the converter box for direct response, the response is consistent 
among most respondents with only a few exception. 
If it comes to simply entering some kind of response as the case may be, the 
box or terminal will suffice. If it is a simple order placement where the procedure is 
well defined and there is no uncertainty about doing it, the box or terminal would still 
be enough. However, in most cases the respondents do wish to have some kind of 
feedback or acknowledgement coming back from the system, which is not possible 
through the existing cable network (it could be done if the response terminal is 
connected to the telephone line instead of the cable network). Furthermore, if en-
quiry or operator assistance is needed before response or order placement can be 
made, an operator's voice from the other side of the telephone line is the best solu-
tion. 
In any case, use of the telephone can serve both the enquiry function as well 
as the order acknowledgement function. Delivery appointment can be made at the 
same time too. Telephone ordering seems to be a simple and elegant approach. 
However, if discount sales require that orders be placed within a time period, 
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such as while the product is still on screen, use of the terminal or box could avoid the 
telephone line busy situation and give consumers a better chance to claim a discount. 
5.9 Delivery Option 
Most of the respondents believe that home delivery of products ordered is the 
main differentiating factor for home shopping to survive and this is indeed the case in 
U.S. For them, they would also like to use this option unless the pick up centers are 
located at many convenient locations through out the territory. Moderator suggested 
the MTR stations and some like that idea. Nevertheless, they will either buy the 
products from stores if they are easily available in nearby shops or to have the 
products delivered. The only case to pick up the products they ordered is when the 
products can't be brought easily, such as unique items, and the need is pressing. For 
heavy or large articles, they have no choice but to use the home delivery option. 
Delivery delay is a big issue for many respondents. When asked what delay 
they can tolerate, the general response is below one week. The logic is; it could take 
a person a long time to make a purchase decision, but once the decision is made, he 
or she will want to get the product at once. Delayed gratification could cause the 
respondents to go to shop in stores. 
Appointment for delivery is another concern for some respondents. Someone 
has to be at home to receive the merchandise. If the delivery is on time, it would 
save the buyer a lot of waiting time. For some respondents, an hour late is too much 
and they might leave home instead of waiting further. 
One suggestion from a male respondent is if the service can allow an alterna-
tive delivery address, he would sometimes opt to have the products ordered to be 
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delivered to his working place. 
The tolerance for delivery charge is low. Some cited $20. Many expect free 
delivery as many heavy or large size products in stores are priced to include the 
delivery. 
5.10 Payment Option 
The choice is apparent, for the society increasingly being educated by the use 
of credit cards, the choice to settle a bill is either by monthly statement or by credit 
card which gives them up to a month of cushion period (some cards actually allow 
longer credit period). The cushion period is perceived as to be necessary in order to 
allow time to test out ordered products and to have them returned if they are disap-
pointing before the payments are effected. They could have time to stop payments if 
necessary. 
5.11 Merchandise Return Policy 
Assuming the home shopping service offers a no-question-asked merchandise 
return policy, the respondents are asked to comment on it. 
The response is mixed. There are many who feel that the policy is necessary 
in order to induce them to use the service. Others feel that a good company name 
behind the service and good brandname products are more important. Some feel that 
the insurance policy would lead to abuse but most of the respondents feel that even if 
the policy is offered to them, they would prefer not to use it unless absolutely neces-
sary in order to avoid the trouble of taking or mailing the products back. Also, to 
take heavy or large articles back is either inconvenient or difficult. 
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For the female respondents who are more concerned with the cost of returning 
products such as time and postage etc., the general consensus is that home shopping 
operator should send people to pick things up from their homes much the same way 
home deliveries are made, i.e. by appointment. The pick up should be within one 
week of notification and should be at the service company's expense. American 
Express is doing this for her direct mail order products right now. 
However, a good point raised in the discussion is that the service company 
need not accept return for all products. A opened can of food is one example cited 
for legitimately not accepting return. 
Even without the return policy, a few respondents, including a working 
female, think they will still use the service on same occasion when they have no time 
to shop. 
5.12 Other Attributes 
Among the other things discussed, there is a common feeling that should the 
home shopping service be offered, the mail order business would be seriously threat-
ened or perhaps would even perish because people would prefer to use this channel 
than mail order since it allows them to see and understand the products much better 
before making a purchase. 
Most of the male respondents believe that bad weather would not be a factor 
leading to more viewing time since in Hong Kong there are too many variety of 
entertainment available. For example, they could get some friends or neighbours 
together for a majhong or karaoke game. An observation is that in the past before 
video tape rental is so common, cinema still get good business during typhoon. The 
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female respondents, on the other hand, think they will see more of the program 
during rainy days. 
All of the respondents think that order acknowledgement is important for 
them. Acknowledgement note should carry information such as products ordered, 
order acceptance message, quantity, delivery method and delivery time etc. The male 
respondents in Group 2 think that, given the efficiency of the postage system in Hong 
Kong, a 2 or 3 days delay for order acknowledgement to come by post is not a prob-
lem. The female respondents, on the other hand, demand faster acknowledgement 
process. 
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CHAPTER VI 
CONCLUSION AND RECOMMENDATION 
6.1 Limitation of the Research Reinstated 
As has been stated at the outset, the present research is an exploratory study. 
The method used is focus group discussion. For such type of methodology, research-
er, at the end of the project, would usually accumulate a wealth of diverse views 
about a topic under study. It is rarely possible to draw a single conclusion about 
something in question, but usually, a lot of insight could be obtained concerning the 
problem at hand. 
Furthermore, since the method is qualitative instead of quantitative, and that 
the samples and sample size are small as in the present case, it is impossible to use 
the result to prove or discredit an hypothesis. All that can be said is, with all likeli-
hood, an hypothesis is true or false. The exact proof has to be done by a more rigor-
ous research following the path of the current research. 
This study is also constructed to be a consumer research. The author makes 
no pretension that the result so obtained could indicate that the direct marketing or 
home shopping service is viable or otherwise. The research considers only the 
consumer side and only on the target group of customers who are likely to become 
the first batch of patrons. 
Due to resource constraint and due to the research method chosen, this re-
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search has to confine the sampling criteria to subjects who would be socially 'com-
patible' with each other and because of this, it is inappropriate to generalize on the 
result obtained. Also, not all strata interesting to the research can be included due to 
same constraint. For example, we could not afford to study the effect of different 
professions on the result. As a further note on sampling, the sampling scheme chosen 
is quota sampling which is not drawing samples on random or probabilistic basis. 
Due to time and resource constraint, the products (video tapes) for demonstra-
tion used in the focus group discussions were the only ones available within reasona-
ble cost and time. The format of them represents some of the possible ways of pro-
gramming. This is in a way appropriate because of the limited time available for 
demonstration at the beginning of each discussion. Demonstration should not be too 
long in order not to fatigue the respondents. However, we have to admit that the 
stimulus does not represent the whole set of possible scenarios. 
This sets the tune for the conclusion of this research. 
6,2 Conclusion and Suggestions 
6.2.1 Group Difference _ Inference 
From the result described in the last section, it appears that the professionals 
and executives within the target group are those who will put a premium on time and 
would not like to involve themselves with the nitty-gritty of managing their house-
hold grocery supply. Most of the time，they will mainly shop as and when needed. 
On the other hand, the females of the target group appear to be fulfilling the 
duty of buying grocery for their homes. This is especially true for the housewives. 
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They are more budget conscious and will be attentive of the product price and detail 
and will spend time to research a product considering both the present and future 
needs. They are prudent in their purchasing decisions. For the working females, 
available time may not match the desire to research into products. Their purchasing 
habits will sometimes be affected by convenience consideration. 
In general, the males in the target group will pay more prudence in purchasing 
products that interest them. Examples quoted in the focus group discussions are 
electronics products, hi-tech products, appliances, personal clothing for some, expen-
sive items, or items that will occupy a lot of space at home. 
In general, the entertainment value for shopping can't be denied. Women 
enjoy shopping and so are men when they are hunting for something. Women spend 
appreciable time shopping without aim. Men also do that some of the time. It is a 
matter of degree. 
An important finding, assuming the result is representative, is that although 
both sex may be prone to impulsive buying, the perception is women are more prone 
to do so than men. 
If the above is true, home shopping can never replace in-store shopping in 
Hong Kong, at least not for the target group. However, there is still a value for its 
existence to the target group as a supplement to in-store shopping and the niche is 
when convenience becomes an important factor in life for them. 
A second inference, assuming the result is representative, is that if home 
shopping or direct marketing programs are offered through cable TV and grocery 
products are carried on it, the target customers will be more likely to be women than 
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men. However, if the products of interest to male as described before are presented 
through cable, the target customers will be both men and women. 
A third inference is that in order to promote impulsive buying, two methods 
may be applicable : to enhance the presentation quality or to discount the price. 
Appeal to women may be very important for both approaches. 
6.2.2 General Reception and Expectation 
From the discussions, it appears that direct marketing or home shopping 
programs will be more useful to the target group as a source of information rather 
than as a distribution channel. Furthermore, grouping of products into segments will 
be more useful to them than random ordering. 
Also, it appears that the target group of people will watch or record for later 
viewing the products interesting to them when these are presented. For the rest of the 
time, viewing depends on program view-time habit and if put in prime hours, the 
direct marketing or home shopping programs have to be of a quality commensurate 
with the prime hour programs in order to compete for viewing. 
It appears that the ability to be able to move high ticket items has to be built 
up over time and initially it seems not easy to be able to do so. A good company 
name and good brand name products seems to be important to the reception of the 
service and so will be the merchandise return policy. Fair price seems also to be 
instrumental to the building up of confidence. 
Good presentation quality is expected to be important to the building up of the 
viewing habit and so will be the information content. If the programs really qualify 
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as infomercials, an educated guess is it will attract both male and female viewers. 
The female viewers, especially the housewives, might find the programs helpful. 
6.2.3 Program Format and View Time 
It seems that the target group, at least for the initial period of introduction, do 
not see a need for a 24 hour service. If a direct marketing or home shopping program 
is offered in day time, the major viewers will be housewives. 
However, if the program is offered during the prime hour which is interpreted 
as between 7:00 p.m. to 9:00 p.m., the potential base of viewers will be much bigger. 
However, the problem with this period of time is that the program will be competing 
for share against a multitude of other high quality programs from both cable channels 
and broadcast TV stations. As such the program cost is expected to mount as a re-
sult. Regardless of this, the viewers may switch channel to it during commercial 
breaks, depending on the quality of production of the marketing program, but this 
may or may not help if the infomercial is long because the viewers may not have the 
patience to endure through a product introduction. 
If the program is offered between 9:00 to 12:00 p.m., depending again on the 
quality of production, it may be possible to attract some female viewers. Depending 
on the general bed time habits, the female viewers may be decreasing in number 
towards 12:00 p.m. at an uncertain pace. 
If the views of the focus groups are representative, the marketing program 
could be carried during weekdays or it could be carried during the latter part of the 
night during weekends and public holidays in order to reach the target group. 
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6.2.4 Merchandise and Presentation 
It appears that the key to sell or move grocery lies in the price rather than in 
the presentation quality. For grocery, female viewers will be interested and to reach 
them, the time of viewing is described in last section. 
For more expensive items, they have to be accompanied by better quality 
presentation. A soft sale approach may be appropriate. A soft sale good quality 
presentation is also useful to induce viewing. 
The items that may be possible to sell on cable, at least for the initial period of 
the introduction of marketing program, are those which are consistent in quality, have 
well understood functions/features, well accepted quality, have brand names to back 
up，not personalized, may cause some inconvenience to purchase, unique, or a 
combination of these factors. 
Personalized items, and items requiring see, feel, touch or test on the part of 
the purchasers are perceived as being difficult to sell on cable if the respondents' 
views are representative. 
Items that require demonstration and explanation to sell may be favourable to 
be carried in marketing programs on cable. 
6.2.5 Price 
The reaction seems to be that the items to be carried on cable have to be 
competitive in price which implies equal or lower than market price for acceptance 
by the target group. Since discount sales may attract retaliatory reaction from stores, 
a possible solution may be discount sales on limited offer (quantity) which could also 
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help to kindle viewing and purchasing interest. 
6.2.6 Response Method 
If the respondents' views are representative, telephone may be an important 
response media. When technology permits, home response terminal may be used to 
supplement the response requirement but is not expected to replace the use of tele-
phone. Telephone enquiry, if implemented, will be an important enhancement that 
will increase the reliance on telephone response method. 
On the other hand, if home response terminals can be made to have two-way 
data transport capability, implementation of feedback or order acknowledgement on 
the terminals could enhance the usage frequency of the terminals. 
6.2.7 Order Acknowledgement 
Order acknowledgement, carrying information on products ordered, order 
acceptance, and delivery information are perceived as important for the actual usage 
of the home shopping service. This is the view shared by the focus groups and may 
represent the general view of the target group. 
6.2.8 Delivery 
The theme reflected in the focus group discussions is that good customer 
service is very important in our increasingly service oriented society in order to gain 
appeal. , 
For the home shopping service, the concept reflected by the participants 
seems to be that the home delivery service is the major differentiating factor for home 
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shopping service versus store sales. 
From the focus group discussion, the pick up locations, if there are any, for a 
home shopping service, should be located in convenient and easily accessible loca-
tions and geographical coverage is important. 
If the respondents' views are representative, a significant portion of the home 
shoppers are expected to use the home delivery option. The expectation of them is 
punctual delivery according to appointment schedule and short delivery delay after 
order placement. The flexibility of allowing an alternative delivery address for each 
subscriber may be important. Delivery charge is expected to be either free or at a low 
percentage of purchase amount with expensive items expected to be delivered free. 
6.2.9 Payment 
The respondents perceive the provision of credit terms is a means to provide a 
safety trial period and the use of credit cards or credit accounts to settle bills are some 
of the favoured methods of payment. The generality, though not yet proven, seems 
to be high. 
6.2.10 Merchandise Return Policy 
If the respondents' views are representative, the merchandise return policy is 
one of the crucial factor contributing to the acceptance of the home shopping service, 
at least at the early stage of introduction. This is perceived as the necessary compen-
sation for the deprivation of touch and feel of a product before purchase and such 
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compensation may be necessary to induce purchase. 
6.2.11 Others 
The element of weather, which appears to be a factor for home shopping in 
U.S., is not perceived to have the same impact on the local scene according to the 
respondents. If their views are any indication, it is a non-issue for men but may 
increase viewing for women. 
To enhance the image of home shopping and to increase its chance of success, 
a telephone enquiry system may be useful to compensate for the one way distributive 
nature of the service. To make that possible, a computerized catalog information 
system is a possible solution. 
The views of the respondents indicate that should home shopping becomes a 
reality, the mail order industry would be seriously threatened or would perish. If this 
is true, mail order companies either have to move to niche products or have to start 
using home shopping programs to carry their merchandise. It would become a matter 
of survival for them. 
6.3 Recommendation 
It is well accepted in marketing research that when a novel product that repre-
sents a significant departure from customers' habits and life styles is to be intro-
duced, consumers tend to be skeptical at first. However, over a prolonged period after 
introduction when consumers become accustomed to its existence, a better evaluation 
can follow which could result in a different conclusion. Therefore, a test marketing 
of a new product is often a good way to seek reliable inputs. 
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Hence, for the willing entrepreneurs and opportunistic venturers, the author 
recommends a test marketing for the home shopping service. 
For such a trial service, a lot of the parameters have been discussed in previ-
ous sections and suggestions given. 
To reiterate some of the key points, the cable system under planning in Hong 
Kong is capable of delivery interactive direct marketing or home shopping programs 
to the subscribers' homes which implies direct responses from subscribers can be 
taken and used. The same system, as is, is not designed to cater for feedback from 
the service end or order acknowledgement in the case of home shopping. This can be 
remedied by the use of ordinary mail. 
Since cable is also known for its capability for polling and multi-media 
marketing, a test marketing program can make use of the same transport media to do 
research on its acceptance as well as to evaluate the effectiveness of certain produc-
tion material. As has been done in U.S., individual subscriber can be contacted by 
phone or mail to ask whether he or she is willing to participate in a market research 
and if yes, the detail test schedule of a number of programs for viewing can be mailed 
to notify him or her. For each of the programs, variables can be controlled and each 
variable can be changed in turns. The result can then be used to indicate the effect of 
changing different variables. 
The test programs can be in different phases. Phase one can be before the 
introduction of the direct marketing or home shopping service but after the launching 
of cable TV so as to assess if it is worthwhile to invest in offering the subject service. 
Phase two can be well after the direct marketing or home shopping service is 
launched so that subscribers are accustomed to the concept and different variables 
til^大舉w孿释資i 
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can be studied quantitatively. 
As a further note, from consumers' point of views, a home shopping program 
is an infomercial with some information tags (such as price or telephone number etc.) 
on screen. If the service is supplemented by telephone enquiry which could give 
leads to direct sales, the home shopping and the direct marketing service will be one 
and the same thing. For this reason, test marketing can start with home shopping and 
covers both. 
From the service operator side, home shopping implementation requires a 
host of decisions such as additional hardware and software and their handling capaci-
ty requirements, the types of merchandise to carry, the pricing structure, whether to 
split the profit to the merchandise providers (as is done in U.S.) etc. 
The experience in U.S. may be a good guiding post. The service started as a 
channel for moving fire sale items at limited offer but high discount. As the service 
gathers momentum, it diversifies into hard sell and soft sell channels, some proceed-
ing as it always has been, some evolving into another distribution channel for 
products at regular market price. 
For selling replenishable products, selling them at market price may be neces-
sary in order not to invite a price war from the retaliatory action of stores or to 
compete with store operation in case the service is offered by a large store. For gro-
cery, it is in fact not easy to cut price below the supermarket level as the supermar-
kets are already quite efficient in Hong Kong. 
As an estimate of the investment required, the processing of the orders, con-
trol of the operation, and the tracking of the inventory would require a fair size 
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minicomputer as a back-end to the communicator processor under existing network 
plan. For a system that covers, say 150,000 home shoppers, using the bill processing 
computers of utility companies as yardsticks, the following is an estimate on the price 
tag. 
Table 2 
Investment Estimation ($US) for Home Shopping System 
Estimated 
Unit 
Item Unit Price Total 
IBM AS/400 Model 1 $400,000 $400,000 
60 Processor 
DASD 600 MB Disk 4 20,000 80,000 
Storage 
Terminals 10 20,000 200,000 
Dumb Terminals 30 2,000 60,000 
Software 1 set 60,000 60,000 
Total $800,000 
6.4 Areas for further investigation 
Assuming the home shopping service is actually offered to the public, the 
variables for the service could then be identified with better precision and their inter-
relationship be proved quantitatively. 
For further research at Phase 1 of the implementation as described in Section 
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6.3，the following are suggestions on the possible hypotheses to be investigated. 
HO : Cable TV changes the viewing habit of the cable households. 
HI : Home shopping changes the purchasing habits of the mail order customers. 
H3 : Grocery can be moved by home shopping service if price is same as super-
market and delivery is free. 
H4 : Acceptance of home shopping depends on a ' no-question-asked' merchandise 
return policy. 
H5 : 'Soft selling' approach is favoured by viewers over 'hard selling' approach 
for expensive items over $x. 
Many more significant hypotheses can be proposed and the list can go on and 
on. 
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CHAPTER VII 
SUMMARY OF FINDINGS 
In this chapter, we will present a brief summary of the important findings 
from the focus group discussions. 
Recalling the first objective of this research is to establish whether direct 
marketing or home shopping programs can be accepted by the public as a product 
information and/or distribution channel by focusing on a particular，innovator，class 
of people who will likely become the early patrons. A second objective is to probe 
the relationship of various proposed variables with acceptance. 
Before proceeding further, the author has to emphasized here that for the 
methodology chosen and with the resource available, there is no way to eliminate 
sampling bias in the research. Furthermore, it is simply impossible to exhaustively 
explore all the possible formats for all types of marketing programs to be offered. 
The conclusions drawn in this report have been carefully tagged as，assuming the 
views are representative'. Also, because of the lack of a priori experience, a post-
launch survey is probably the best way to assess consumers' attitude quantitatively. 
Towards the first objective leading to the hypothesis of this research, it may 
be said that direct marketing or home shopping programs will attract audiences 
because of their information values. However, the degree of acceptance in turns of 
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viewing or usage is very sensitive on how a number of variables are managed. This 
chapter will present these in a simplified manner. 
From the samples, it is found that males and females within the target group, 
again assuming the views are representative, differ somewhat in their shopping hab-
its. The males are more focused towards items that interested them but are otherwise 
not so attentive to details. The females are, relatively speaking, more attentive to 
details, more price conscious, and if circumstances permit, are more willing to spend 
time to research products before making purchasing decisions. On the other hand, 
women are easier targets for impulsive buying promotions than men. 
In actual purchasing decisions, women are more likely to play the role of 
managing grocery supply at homes. As such, they should be the target segment for 
marketing grocery products. However, selling grocery on cable is viable only if the 
price is competitive. 
In general, the factors that will induce viewing are : good selection of 
products, segmentation of products in marketing programs, convenient viewing time, 
good quality presentation, high information contents, and the purchase needs of the 
viewers. 
The factors that will contribute to the usage or actual purchases are : confi-
dence in the service operator, good selection of products, confidence in the product 
quality, competitive price level relative to stores, good quality presentation, good 
customer service in turns of delivery and return of merchandise, convenience to use 
in turns of ordering and payment methods, merchandise return policy and the simplic-
ity of its procedure, and finally, the time available for shopping on the part of the 
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subscribers. 
The respondents believe that delivery to home is the major differentiating 
factor to justify the existence of home shopping service versus store retailing. 
Whether pick-up option is offered or not, home delivery appears to be taken for 
granted that it will be available. However, many of them believe that home delivery 
should be free or only at a small handling charge. 
To compensate for the lack of feel, touch and smell of products before cus-
tomers make purchases, the credit terms of payment and the use of a simple effective 
merchandise return policy are perceived as the best insurance policy. A dependable 
service provider, good product brandnames, previous experience on use of the 
products, simple merchandise return procedure, good presentation, and good price or 
discount are the factors that will induce the first purchase experience. 
First purchase experience for many will likely start from inexpensive items. 
Added to the above factors, good customer services such as punctual delivery and 
pick-up of merchandise to be returned, and happy previous usage experience of the 
service will lead to repeated usage of the service. Confidence through repeated use 
will lead to purchases of high ticket items. 
It seems that the simplest way to induce purchases is by discount. The format 
in the U.S., fire sale of close-out items, may be the simplest way to induce first 
purchases for many during the early introduction of the service. After that, the serv-
ice may evolve as appropriate. 
Placement time of the marketing programs is an important factor for viewing 
which is almost like common sense. It seems that the programs can run in the time 
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slot extending from the prime hour to mid-night with the preference more towards 
mid-night for weekend and holidays. 
Items that may be possible to sell on cable are those which are consistent in 
quality, have well understood functions/features, well accepted quality, have brand 
names to back up, not personalized, may cause some inconvenience to purchase, 
unique, or a combination of these factors. 
The general views on response and feedback is that telephone will be an 
important response media and order acknowledgement is needed from the service 
operator's side. The use of telephone will fulfill both response and acknowledgement 
functions and through which an enquiry service could be offered through operator 
assistance to enhance the service. This will make the use of telephone all the more 
important. ‘ 
All in all, the acceptance of home shopping is complex and a test marketing is 
recommended as the best way for quantitative assessment. 
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APPENDIX 1 
CONSUMER RESEARCH 
FOCUS GROUP DISCUSSION GUIDE 
P rocedure 
* Introducing the moderator 
* Ask respondents to introduce themselves 
* Introducing the purpose of the research and agenda 
一 No right or wrong opinions 
- t a p e recording 
- c o n f i d e n t i a l i t y 
一 free flow, speak up discussion 
* Video introduction of home shopping service 
* Explanation and elaboration on the local context 
* Open discussion 
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Elaborations 
一 Home shopping concept in the local context 
- D i r e c t response method 
- M i n i m u m purchase amount requirement for free delivery 
—Del i v e r y options and delay 
- P a y m e n t options 
一 No question asked return policy 
Topics to Cover ‘ 
1.Shopping Habits 
Probe : 一 Time per week spend in shopping activities 
- S h o p p i n g activities most enjoyed and hated 
一 Entertainment value of shopping activities 
一 Any dissatisfaction about retail shopping in 
HKG 
一 N e e d to alleviate the shopping chore (esp. 
for groceries) ？ 
一 N e e d for more guidance or m e r c h a n i s e informa-
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tion during shopping ？ 
- W h o in the family usually make purchase 
decision and on what type of purchases ？ 
- W h e t h e r respondents have ever made purchases 
from catalog, on what category of items, and 
why ？ 
2 . General Reaction to Home Shopping 
Scenario : Home shopping is introduced in Hong 
Kong through cable T V . 
Probe : 一 Whether respondents will watch the p r o g r a m ？ 
一 What time and how often will they watch ？ 
一 What type of merchanises (groceries etc.) 
will they like to see being sold on cable 
(e.g. brandname products or quality products) ？ 
- W h a t type of merchanise will they think not 
suitable for such program (e.g. p e r f u m e , 
clothes) ？ 
- Will home shopping service a factor for 
subscribing to cable service ？ 
3 . V a l u e of Home Shopping to Individual 
Probe : 一 Do t h e y t h i n k t h e s e r v i c e w i l l b e h e l p f u l ？ 
Appendix 1 Page Al-4 
- W h a t are the attributes they like and what is 
the condition that could make them use the 
service (discount, convenience or product 
information) ？ 
一 What do they see as undesirable attributes of 
home shopping ？ 
- D o they think they will use the service ？ 
Why or why not ？ 
4. Variables for the service 
S c e n a r i o : A s s u m e o p e r a t o r h a s p i c k up p o i n t s n e a r a l l 
m a j o r M T R s t a t i o n s and also o f f e r h o m e d e l i v e r y w i t h a 
m i n . handling charge if purchase value is too low ？ 
Probe : - What price level would they accept for merch-
andise relative to retail purchase (groceries 
as well as consumer durables) ？ Will they 
pay a premium for convenience ？ 
- W h a t m a x . percentage door-to-door delivery 
surcharge will they accept in order to use 
it ？ 
一 What delivery type would they most likely use 
and for what type of products ？ 
一 How important is the merchandise return 
policy for inducing purchase ？ 
- W h a t m a x . delay for delivery can be accepted? 
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一 Do they think they will use or use more of 
the service in bad weather (such as rainy 
days) ？ 
一 Which payment method would they like to use 
most of the time and why ？ 
- D o they need a link to EPS for direct debit 
to their account for purchases ？ 
5 . Sensitivity to program format 
Probe : - Do t h e r e s p o n d e n t s n e e d a p r o g r a m g u i d e or 
just watch when they feel like it ？ ‘ 
- D o e s segmentation of product offerings help-
ful to them and what segmentation would they 
like to see ？ 
一 Do the respondents like to see different 
style of selling method for different items 
(soft sell for high ticket items etc.) ？ 
Would they participate in sweep stake pro-
grams ？ 
一 Do they think quality of picture and presen-
tation important to induce them to watch on 
or to make purchase on certain items ？ Like 
what items ？ 
一 W h i c h r e s p o n s e m e t h o d w o u l d t h e y p r e f e r ; 
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direct keyin or through telephone ？ Why ？ 
6. Other remarks 
Probe : - W i l l t h e y p r e f e r h o m e s h o p p i n g t o c a t a l o g 
buying ？ 
一 Do they like to see the service b e i n g of-
fered? 
- What suggestion do they have on the service 
not mentioned before 
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APPENDIX 2 
CONSUMER RESEARCH VISUAL AID - CONTENTS 
VIDEO TAPE ONE : 
Contents Length 
1. Introduction to Home Shopping and J . C . 5 M i n . 
Penney's Home Shopping Channel 
2 . Eat this Video (Cooking Recipe) 
3. Paisley Suit (Fashion) 
4 . V i t a m a s t e r Wind Rider (Exercise Bike) 
5 . Sanyo Dustmite Vacuum Cleaner (Appliance) 
6. 7“ Diamond Bracelet (Jewellery) 
Total Run Length of Item 2 to 6 10 M i n . 
VIDEO TAPE TWO � 
Contents Length 
1. Tai Kwan Tours (Travel) 
2 . Time Chain Watches 
3 . Chinese Tonic Herbs 
4. Karaoke equipments 
Total Run Length of Item 1 to 4 5 M i n . 




SAMPLE QUOTA SHEET 
Please fill in or tick ( / ) as appropriate before start of discussion 
1. Name : 2. Age : 
3. Sex : 4a. Occupation : 
Male 
Female 
4b. Title : 
5. Education received : 
Secondary completed 
University / Post Secondary 7. Spouse : 
Post graduate studies Working 
Not working 
6. Marital Status : 
Single (skip Question 7 & 8) 8. No. of children 
Married None 
1 - 2 — 
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APPENDIX 3 
CONSUMER RESEARCH 
SAMPLE QUOTA SHEET - CONT'D 
10. If Cable TV shopping is available to you at $140/month 
and carries all the current TV and radio programs plus 
many more, will you subscribe ？ 
Yes r ^ 
No [ _ 
11. How much do you know about home shopping services ？ 
Never heard of ‘ 
Have heard about but not seen the program 
Have heard and seen the program, 
please specify where 
Have used the service 
please specify where 
12. Do you think that your shopping activities currently takes 
up too much of your time ？ 
Yes 
No — 
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APPENDIX 3 
CONSUMER RESEARCH 
SAMPLE QUOTA SHEET - CONT'D 
13. Your average monthly personal income is : 
HK$ 5,000 or below 
$5,000-9,999 
$ 10,000- 14,999 
$ 15,000- 19,999 
$20,000-24,999 
$25,000-29,999 
$30,000 or above 
14. Your average monthly family income is : 
HK$ 9,999 or below 
$ 10,000- 14,999 
$ 15,000- 19,999 
$20,000-24,999 
$25,000-29,999 
$30,000 or above 
THANKYOU FOR YOUR HELP ！! 
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APPENDIX 4 - Cont'd 
SAMPLE PROFILE 
Group 1 Group 2 Group 3 Total 
Date of Discussion : 4/18/90 4/19/90 4/20/90 
Day of Week : Wednesday Thursday Friday 
Time : 11:50 一 18:00 - 18:00 -
13:40 20:00 20 : 00 
Number of Participants : 7 8 8 23 
Age : 2 8 - 3 0 1 4 2 7 
31 - 35 5 3 3 11 
35 - 40 1 1 3 5 
Sex : Male 7 8 15 
Female 8 8 
Occupation : _ 
Professional 4 4 
Executive 3 2 2 7 
Sales 3 3 
Blue Collar 1 1 
Clerical 2 2 4 
Housewife 4 4 
Education : 
Secondary 3 7 10 
Tertiary 5 3 8 
Post Graduate 2 2 1 5 
M a r i t a l Status : 
Single 2 2 
M a r r i e d 5 8 8 21 
Spouse : Working 4 7 8 19 
Not Working 1 1 2 
Not Applicable 2 2 
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APPENDIX 4 - Cont'd 
SAMPLE PROFILE 
Group 1 Group 2 Group 3 Total 
Number of Children : 
None 5 1 6 
1 - 2 5 3 7 15 
3 or More 
Not Applicable 2 2 
Ever Use Mail Order : 
Yes 6 4 4 14 
No 1 4 4 9 
Will Subscribe to Cable ？ 
Yes 5 7 7 19 
No 2 1 1 4 
Know About Home Shopping ？ 
Never Heard of 3 4 7 
Heard/Not Seen 3 4 4 11 
Heard and Seen 4 1 5 
Have Use Service 
Shopping Too Time Consuming ？ 
Yes 2 4 5 11 
No 5 4 3 12 
P e r s o n a l Income ( M o n t h l y ) : ‘ 
< $ 5,000 4 4 
$ 5,000 - 9,999 2 1 3 
$ 10,000 一 14,999 1 2 3 6 
$ 15,000 - 19,999 2 4 6 
$ 20,000 - 24,999 1 1 
$ 25,000 一 29,999 3 3 
> $ 30,000 
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APPENDIX 4 - Cont'd 
SAMPLE PROFILE 
Group 1 Group 2 Group 3 Total 
H o u s e h o l d I n c o m e ( M o n t h l y )： 
< $ 9 ,999 
$ 10,000 - 14,999 
$ 15 ,000 - 19,999 2 4 2 8 
$ 20 ,000 - 24 ,999 2 1 1 4 
$ 25 ,000 - 29 ,999 1 3 5 9 
> $ 30,000 2 2 
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